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Research Overview

In April and May 2026, the Incentive Research Foundation 
conducted a survey of incentive travel program owners and 
third-party planners to understand their experiences and 
perspectives on working with Convention and Visitors 
Bureaus (CVBs) and Destination Marketing Organizations 
(DMOs).

The research explored current engagement with CVBs/DMOs 
in incentive program planning and examined how program 
owners and agencies can better leverage these organizations 
to maximize funding, access, and overall program value.

Respondents met the following criteria:

• 23 to 65 years of age

• Employed full-time at an organization that utilizes 
incentive travel as part of its rewards and/or recognition 
programs

• Personally involved in planning, selecting destinations for, 
or managing incentive travel programs
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Engagement Frequency and Importance

Most incentive travel professionals engage CVBs/DMOs and view them as important to program success. The 
majority also benefit from financial incentives.

Q2: In the past 24 months, how often have you engaged a CVB/DMO for an incentive travel program? (n=200)
Q4: How important are CVBs/DMOs to the success of your incentive travel programs? (n=178) (0–10 scale grouped: Low 0–2 | Low 3–5 | Moderate 6–7 | High 8–10)
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Engagement Frequency

Consistent CVB/DMO engagement is highest among end-users and lower-volume program planners. 

Q2: In the past 24 months, how often have you engaged a CVB/DMO for an incentive travel program?
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Importance

Perceived importance of CVBs/DMOs is highest among end-users and lower-volume program planners.

Q4: How important are CVBs/DMOs to the success of your incentive travel programs? (0–10 scale grouped: Low 0–2 | Low 3–5 | Moderate 6–7 | High 8–10)
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Timing of Involvement

Early engagement is the clear preference, reinforcing the strategic role CVBs/DMOs play in incentive planning.

Q12: When is the ideal time to involve a CVB/DMO on an incentive project? (n=200)
Q3: At what stage(s) do you typically engage a CVB/DMO? (n=178)
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Timing of Involvement

Early CVB/DMO involvement is most important among end-users and occasional users

Q12: When is the ideal time to involve a CVB/DMO on an incentive project? 
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Timing of Involvement

End-users are more likely to engage for CVBs/DMOs for marketing, risk, and sustainability support.

Q3: At what stage(s) do you typically engage a CVB/DMO?
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Timing of Involvement

Frequent CVB/DMO users engage more broadly across sourcing, experience, and operational support stages than 
occasional users

Q3: At what stage(s) do you typically engage a CVB/DMO?
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Timing of Involvement

Lower-volume incentive travel programs are more likely to engage CVBs/DMOs for marketing, risk, and 
sustainability support

Q3: At what stage(s) do you typically engage a CVB/DMO?
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Engagement & Timing Key Takeaways

Q8: Please share a recent example (if any) where a CVB/DMO contributed meaningfully to an incentive program.

• CVBs/DMOs are most effective when engaged early in the planning process, with strongest usage 
during discovery, feasibility, and destination shortlisting stages.

• Engagement varies by planner role and program volume, with end-users and lower-volume programs 
more likely to engage consistently across planning stages.

• Frequent users demonstrate broader and deeper engagement, extending beyond sourcing into 
experience design, logistics, and operational support.

• They are widely viewed as important partners in incentive travel success, particularly among end-users 
and occasional users.

• Qualitative feedback reinforces their role as early-stage advisors, supporting destination selection, site 
visits, and decision confidence:

• “The CVB is the first call I make for destination insight and feasibility.”

• “They were instrumental in helping shape the program during sourcing and site selection.”

• “Working with the CVB early made site visits and decision-making much more productive.”
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Role Perceptions

CVBs/DMOs are consistently perceived as reducing planning time, particularly among end-users, frequent users, and 
lower-volume planners.

Q7: Pease indicate your agreement with each statement. 
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Occasional Users
(n=56)

1-5 programs per
year (n=79)

6+ programs per
year (n=99)

Working with a CVB/DMO reduces total planning time
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Role Perceptions

Frequent CVB/DMO users are more likely to perceive both attendee experience benefits and clear role 
complementarity with DMCs/agencies.

Q7: Pease indicate your agreement with each statement. 

26% 32%
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34%
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52%

3% 4% 2%
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Role Perceptions

Perceived CVB/DMO objectivity is strong, particularly among end-users, frequent users, and lower-volume planners.

Q7: Pease indicate your agreement with each statement. 
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Role Perceptions

Confidence in CVB/DMO-driven ROI improvement is lower overall, but highest among end-users, frequent users, 
and lower-volume planners.

Q7: Pease indicate your agreement with each statement. 
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Role Perceptions

End-users, frequent users, and lower-volume planners are more likely to view CVBs/DMOs as providing access they 
could not otherwise obtain.

Q7: Pease indicate your agreement with each statement. 
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Role Perceptions

CVB/DMO financial support is commonly recognized, and their support plays a meaningful role in destination 
decisions, especially among end-users and frequent users.

Q7: Pease indicate your agreement with each statement. 
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Role, Value & Impact Perceptions Key Takeaways

Q8: Please share a recent example (if any) where a CVB/DMO contributed meaningfully to an incentive program.

• CVBs/DMOs are valued for reducing planning time and increasing decision confidence through faster 
access to destinations, partners, and feasibility insight, especially among end-users, frequent users, 
and lower-volume planners.

• Their strongest impact comes from differentiated value that is difficult to replicate, including 
destination access, objectivity, and complementarity with DMCs and agencies.

• Financial support is a key driver of engagement and destination selection and often helps tip final 
decisions, particularly among end-users and frequent users.

• ROI confidence is moderate overall but higher among more engaged users who also report stronger 
attendee experience benefits and clearer partner integration.

• Qualitative feedback highlights feasibility and financial impact as core value drivers:

• “The CVB DMO engagement is the first call I make for program insight - destination feasibility is 
key.”

• “The most meaningful contribution is financial… any room rate rebate is helpful.”



Value Drivers 



Engagement Drivers

CVB/DMO engagement is driven by a diverse mix of expertise, access, financial support, and experience 
enhancement.

Q5: Why do you engage a CVB/DMO? (n=178) 
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Post event- metrics/ROI support

Other
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Engagement Drivers

Third parties are more likely to leverage CVBs/DMOs as strategic partners for destination expertise, unique 
experiences, and financial incentives.

Q5: Why do you engage a CVB/DMO? (n=178) 
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Functional Value Areas

CVB/DMO users see the greatest value in unique experiences, followed by destination selection and financial 
support.

Q6: Please rate the value CVBs/DMOs provide on the following (n=178) (Top 2 ratings on a 1-5 scale where 1=No value and 5=Exception value)
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70%
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Sustainability & community impact

Functional Value Areas



Functional Value Areas

End-users are more likely to value executional support, while third parties place higher value on financial incentives 
and experience access.

Q6: Please rate the value CVBs/DMOs provide on the following (n=178) (Top 2 ratings on a 1-5 scale where 1=No value and 5=Exception value)
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Functional Value Areas

Frequent users place greater value on financial support, while occasional users emphasize planning, operational, 
and destination selection support.

Q6: Please rate the value CVBs/DMOs provide on the following (n=178) (Top 2 ratings on a 1-5 scale where 1=No value and 5=Exception value)
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Financial Support 

CVB/DMO financial incentives are broadly utilized, but with a wide range of value.

Q18a: Have any of your programs benefited from CVB/DMO financial incentives? (n=200)
Q18b: what is the average value of the CVB/DMO financial incentives your programs have received? (n=148)
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Functional Value Areas

Higher-frequency programs emphasize financial and marketing support, while lower-frequency programs prioritize 
executional and sourcing support.

Q6: Please rate the value CVBs/DMOs provide on the following (n=178) (Top 2 ratings on a 1-5 scale where 1=No value and 5=Exception value)
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Functional Value Areas

Smaller incentive groups place greater value on executional and sourcing support, while larger groups prioritize 
marketing and attendee experience enablement.

Q6: Please rate the value CVBs/DMOs provide on the following (n=178) (Top 2 ratings on a 1-5 scale where 1=No value and 5=Exception value)
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Value Drivers Key Takeaways

• CVB/DMO value is driven by a mix of destination expertise, access, financial support, and experience 
enhancement, with priorities shifting by role and program structure.

• Third parties position CVBs/DMOs as strategic partners, emphasizing destination insight, unique 
experiences, and financial incentives, while end-users lean more toward executional support.

• Unique experiences are the most consistently valued benefit, followed by destination selection 
support and financial assistance.

• Value priorities shift with usage patterns, with frequent and higher-volume programs placing greater 
emphasis on financial and marketing support, while occasional and lower-volume programs prioritize 
executional and sourcing support.

• Smaller programs focus more on executional and sourcing needs, while larger programs prioritize 
marketing amplification and attendee experience enablement.
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Barriers to CVB/DMO Engagement

Engagement barriers are driven less by lack of awareness and more by reliance on DMCs, direct partnerships, and 
budget/time constraints. 

Q10: What are the reasons you do not use CVBs/DMOs for incentive travel? (n=22*)
*Low sample size
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Unclear value vs. agency/DMC services

Not specialized in incentive travel
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Barriers to CVB/DMO Engagement



Barriers to CVB/DMO Engagement

End-users are more reliant on established DMC relationships, while third parties are more constrained by 
coordination, clarity, and specialization gaps.

Q10: What are the reasons you do not use CVBs/DMOs for incentive travel?
*Low sample size
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Unclear value vs. agency/DMC services

Not specialized in incentive travel
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Collaboration Challenges

One-third of program coordinators report at least one friction point in collaborating with CVBs/DMOs, with 
responsiveness and timeliness leading all challenges.

Q9: What challenges, if any, have you faced when collaborating with CVB/DMOs? (n=120)
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Collaboration Challenges

End-users are primarily challenged by responsiveness and timeliness, while third parties report more varied and less 
pronounced collaboration challenges.

Q9: What challenges, if any, have you faced when collaborating with CVB/DMOs?
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Perception Gaps and Alignment Challenges 

CVBs/DMOs are generally viewed as communicating clear and relevant services for incentive programs, with 
strongest agreement among end-users, frequent users, and lower-volume planners.

Q13: Please indicate your agreement with each statement.
*Low sample size
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CVBs/DMOs clearly communicate services relevant to incentive programs.

5 - Strongly agree 4 - Agree 3 - Neutral 2 - Disagree 1 - Strong disagree



Perception Gaps and Alignment Challenges 

Frequent users and programs with larger groups are more likely to view CVBs/DMOs as providing objective 
recommendations, while occasional users and smaller groups are more neutral in their assessment.

Q13: Please indicate your agreement with each statement.
*Low sample size

22% 25% 20% 18% 24% 19%
28%

31% 29% 38%

14%

42%

31%
28%

37% 41% 27%

71%

64%

28%

38% 32%

9% 6%
14%

14%

5% 4% 11% 13%
1% 1%

14%
2% 1%

Total (n=200) Frequent Users
(n=122)

Occasional Users
(n=71)

Non-users (n=7*) Less than 50
average group

size (n=22*)

50 - 99 average
group size (n=50)

100 - 249 average
group size (n=81)

250+ average
group size (n=47)

CVBs/DMOs provide objective recommendations rather than steering to preferred partners.

5 - Strongly agree 4 - Agree 3 - Neutral 2 - Disagree 1 - Strong disagree



Perception Gaps and Alignment Challenges 

CVBs/DMOs are generally viewed as helping ensure DMC, agency, and CVB roles are distinct and coordinated, with 
strongest agreement among end-users, frequent users, and higher-volume planners.

Q13: Please indicate your agreement with each statement.
*Low sample size

23%
33%

12%

30%
14%

33%
16%

41%

40%

41%

46%

34%

14%

41%

40%

29%
23%

35%

22%

37%

71%

21%

35%

7% 4%
9%

2%
13% 14%

5% 8%
1% 2% 3%

1% 1%
Total (n=200) End-User /

Program Owner
(n=103)

Third Party
(n=97)

Frequent Users
(n=122)

Occasional
Users (n=71)

Non-users
(n=7*)

1-5 programs
per year (n=86)

6+ programs
per year
(n=114)

CVBs/DMOs help ensure DMC/agency/CVB roles are distinct and coordinated.

5 - Strongly agree 4 - Agree 3 - Neutral 2 - Disagree 1 - Strong disagree



Perception Gaps and Alignment Challenges 

CVBs/DMOs are commonly viewed as prioritizing incentive programs similarly to other event types, with stronger 
agreement among end-users, frequent users, and lower-volume planners.

Q13: Please indicate your agreement with each statement.
*Low sample size

22% 26%
16%

27%
14%

30%
15%

34%
37%

30%

36%

30%

29%

30%

36%

34%
33%

35%

32%

35%
57%

34%

34%

9%
4%

14%

5%

15%
14%

5%
12%

2% 4% 6%
1%

3%

Total (n=200) End-User /
Program Owner

(n=103)

Third Party
(n=97)

Frequent Users
(n=122)

Occasional
Users (n=71)

Non-users
(n=7*)

1-5 programs
per year (n=86)

6+ programs
per year
(n=114)

CVBs/DMOs prioritize incentive programs just like other event types.

5 - Strongly agree 4 - Agree 3 - Neutral 2 - Disagree 1 - Strong disagree



Perception Gaps and Alignment Challenges 

Perceptions are generally mixed regarding CVB/DMO focus on only very large programs, with end-users, frequent 
users, and smaller groups more likely to perceive a lesser focus on small groups.

Q13: Please indicate your agreement with each statement.
*Low sample size

11% 15%
6%

13%
6%

14%
23%

12% 7% 9%

31%

40%

21%

36%

24%

32%
42%

28% 21%

28%

21%

34%

20%

35% 71%

14% 18%

36%

30%

27% 21%

33%
25% 32%

14%

27% 20% 23%
40%

5% 3% 6% 6% 3% 5% 8% 5%

Total (n=200) End-User /
Program
Owner
(n=103)

Third Party
(n=97)

Frequent
Users

(n=122)

Occasional
Users (n=71)

Non-users
(n=7*)

Less than 50
average

group size
(n=22*)

50 - 99
average

group size
n=50J)

100 - 249
average

group size
(n=81)

250+ average
group size

(n=47)

CVBs/DMOs are only interested in large programs of 250 people or more.

5 - Strongly agree 4 - Agree 3 - Neutral 2 - Disagree 1 - Strong disagree



Barriers to CVB/DMO Engagement Key Takeaways

• Engagement barriers are driven less by awareness and more by structural reliance on DMC 
relationships, direct partnerships, and budget and time constraints.

• Collaboration friction is common, with responsiveness and timeliness emerging as the leading 
challenge, particularly among end-users who are most active in CVB/DMO engagement.

• Perceptions of CVB/DMO effectiveness are generally positive, with strong agreement that services are 
clearly communicated and roles across CVBs, DMCs, and agencies are well coordinated, especially 
among frequent users and larger programs.

• Views on objectivity and prioritization are more mixed, with frequent users and larger programs more 
likely to see CVBs/DMOs as objective partners and smaller or occasional users more neutral in their 
assessment.

• CVBs/DMOs are broadly seen as prioritizing incentive programs similarly to other event types, though 
some perception persists that focus may skew toward larger programs among end-users and smaller 
groups.



Future Expectations 

& Opportunity 

Drivers 



Engagement Opportunities

Usage would increase most with clearer services, financial support, and stronger service commitments.

Q11: Which of the following would make you more likely to use a CVB/DMO? (n=200)

62%

56%

54%

45%

44%

40%

33%

28%

27%

20%

3%

Financial support with transparent rules

Clear incentive-specific services menu & case studies

VIP experience curation

Service level commitments

Neutral, evidence-based partner shortlists

Single point of contact from prospecting to post-event

ROI & reporting toolkit

Sustainability/community frameworks & vendor lists

Co-op marketing & comms assets for qualifiers

Data sharing safeguards & standardized NDAs

Other

Engagement Opportunities 



Engagement Opportunities

Increased financial support, curated experiences, and sourcing assistance would increase third-party engagement, 
while ROI and program management tools would have greater impact on end-user engagement.

Q11: Which of the following would make you more likely to use a CVB/DMO?

48%

51%

42%

36%

33%

40%

37%

32%

21%

23%

76%

61%

67%

55%

55%

40%

29%

24%

32%

15%

Financial support with transparent rules

Clear incentive-specific services menu & case studies

VIP experience curation

Service level commitments

Neutral, evidence-based partner shortlists

Single point of contact from prospecting to post-event

ROI & reporting toolkit

Sustainability/community frameworks & vendor lists

Co-op marketing & comms assets for qualifiers

Data sharing safeguards & standardized NDAs

Engagement Opportunities by Role

End-User / Program
Owner (n=103)

Third Party (n=97)



Engagement Opportunities

Occasional users are most motivated by financial support, while frequent users place greater value on service 
commitments and operational support.

Q11: Which of the following would make you more likely to use a CVB/DMO?
*Low sample size

52%

55%

57%

50%

42%

45%

38%

33%

28%

23%

2%

80%

59%

51%

38%

46%

34%

28%

23%

25%

15%

3%

29%

43%

43%

29%

43%

14%

14%

14%

Financial support with transparent rules

Clear incentive-specific services menu & case studies

VIP experience curation

Service level commitments

Neutral, evidence-based partner shortlists

Single point of contact from prospecting to post-event

ROI & reporting toolkit

Sustainability/community frameworks & vendor lists

Co-op marketing & comms assets for qualifiers

Data sharing safeguards & standardized NDAs

Other

Engagement Opportunities by Usage Frequency

Frequent Users
(n=122)

Occasional Users
(n=71)

Non-users (n=7*)



Engagement Opportunities

Higher-volume programs place greater emphasis on financial support and VIP experience curation, while lower-
volume programs show more balanced but slightly higher interest in governance and sustainability tools.

Q11: Which of the following would make you more likely to use a CVB/DMO?

50%

55%

42%

42%

41%

37%

34%

34%

26%

23%

70%

57%

63%

47%

46%

42%

32%

24%

27%

17%

Financial support with transparent rules

Clear incentive-specific services menu & case studies

VIP experience curation

Service level commitments

Neutral, evidence-based partner shortlists

Single point of contact from prospecting to post-event

ROI & reporting toolkit

Sustainability/community frameworks & vendor lists

Co-op marketing & comms assets for qualifiers

Data sharing safeguards & standardized NDAs

Engagement Opportunities by Program Volume

1-5 per year (n=86)

6+ per year (n=114)



KPI Measurement Opportunities

Program coordinators would benefit most from CVB/DMO support on experience quality, ROI, and time savings KPIs.

Q14: Which KPIs should CVBs/DMOs help you deliver or measure for incentive programs? (n=200)

67%

61%

59%

44%

42%

39%

34%

Experience quality/uniqueness

Program ROI / cost savings

Time saved in sourcing/planning

Local vendor diversity / community spend

Attendee satisfaction/NPS

Risk & safety outcomes

Sustainability

KPI Measurement Opportunities



KPI Measurement Opportunities

Third parties drive demand for experience quality, sourcing efficiency, and local vendor access KPIs.

Q14: Which KPIs should CVBs/DMOs help you deliver or measure for incentive programs?

57%

60%

52%

35%

44%

39%

36%

77%

62%

65%

53%

39%

39%

32%

Experience quality/uniqueness

Program ROI / cost savings

Time saved in sourcing/planning

Local vendor diversity / community spend

Attendee satisfaction/NPS

Risk & safety outcomes

Sustainability

KPI Measurement Opportunities

End-User / Program
Owner (n=103)

Third Party (n=97)



Additional Support Opportunities

Nearly one-quarter of program coordinators are satisfied with CVB/DMO support, with remaining needs focused on 
experience, partnership clarity, financial incentives, and destination information.

Q17:  What additional support or services would you like to see from CVB’s/DMOs to better meet your incentive event needs? (n=200)

20%

19%

18%

16%

13%

10%

4%

3%

2%

1%

Unique experience & program enhancement

Role clarity & partnership improvement

Financial support & incentives

Better destination & vendor information

Marketing & sales materials

Faster response & streamlined coordination

Strategic & consultative support

Tools, data & digital solutions

Operational/logistical support

Engagement, access & awareness building

Additional Support Opportunities

23%
of program coordinators are 

fully satisfied with the 
support CVBs/DMOs 

currently offer. 



Additional Support Opportunities

Third parties value financial support, destination information, and marketing materials, while end-users emphasize 
responsiveness.

Q17:  What additional support or services would you like to see from CVB’s/DMOs to better meet your incentive event needs?

21%

17%

15%

13%

8%

18%

4%

3%

1%

1%

19%

21%

21%

20%

19%

4%

3%

2%

1%

Unique experiences & program enhancement

Role clarity & partnership improvement

Financial support & incentives

Better destination & vendor information

Marketing & sales materials

Faster response & streamlined coordination

Strategic & consultative support

Tools, data & digital solutions

Operational/logistical support

Engagement, access & awareness building

Additional Support Opportunities by Role

End-User / Program
Owner (n=103)

Third Party (n=97)



Additional Support Opportunities

Frequent users prioritize faster response and coordination, while occasional users place greater emphasis on 
financial support, destination information, and marketing materials. 

Q17:  What additional support or services would you like to see from CVB’s/DMOs to better meet your incentive event needs?
*Low sample size

20%

18%

15%

14%

11%

14%

2%

2%

2%

1%

20%

20%

24%

21%

15%

3%

7%

4%

29%

29%

14%

14%

Unique experiences & program enhancement

Role clarity & partnership improvement

Financial support & incentives

Better destination & vendor information

Marketing & sales materials

Faster response & streamlined coordination

Strategic & consultative support

Tools, data & digital solutions

Operational/logistical support

Engagement, access & awareness building

Additional Support Opportunities by Usage Frequency

Frequent Users
(n=122)

Occasional Users
(n=71)

Non-users (n=7*)



Additional Support Opportunities

High-volume coordinators prioritize financial support, marketing materials, and role clarity, while lower-volume 
coordinators place greater emphasis on faster response and streamlined coordination.

Q17:  What additional support or services would you like to see from CVB’s/DMOs to better meet your incentive event needs?
*Low sample size

21%

15%

9%

15%

5%

15%

2%

6%

2%

1%

19%

22%

24%

17%

19%

5%

5%

1%

1%

1%

Unique experiences & program enhancement

Role clarity & partnership improvement

Financial support & incentives

Better destination & vendor information

Marketing & sales materials

Faster response & streamlined coordination

Strategic & consultative support

Tools, data & digital solutions

Operational/logistical support

Engagement, access & awareness building

Additional Support Opportunities by Program Volume

1-5 per year (n=86)

6+ per year (n=114)



Future Expectations & Opportunity Drivers Key Takeaways

• CVB/DMO engagement can be increased most by clearer service definition, stronger financial support, 
and more consistent service commitments.

• Offering improved KPIs centered on experience quality, ROI delivery, and time savings through faster 
response and simplified coordination will help program coordinators better justify their programs.

• While nearly one-quarter of program coordinators are already satisfied with current support, 
remaining needs concentrate on experience enhancement, partnership clarity, financial incentives, 
and destination information.

• Shifting toward more proactive, measurable, and solution-oriented support represents the clearest 
opportunity to increase engagement.



Appendix



Functional Value Area Attributes

Q6: Please rate the value CVBs/DMOs provide on the following

37% 40%
33%

42%

25%

39% 34%

34%
36%

33%

32%

39%

35%
33%

20%
16%

24%

20%

21%

16%
23%

7% 8%
7%

5%
13%

8% 7%

2% 3% 2% 2% 1% 2%
Total (n=178) End-User /

Program Owner
(n=92)

Third Party
(n=86)

Frequent Users
(n=122)

Occasional Users
(n=56)

1-5 programs per
year (n=79)

6+ programs per
year (n=99)

Destination shortlisting & fit

5 - Exceptional value 4 - Good value 3 - Limited value 2 - Poor value 1 - Low value



Functional Value Area Attributes

Q6: Please rate the value CVBs/DMOs provide on the following

35% 39%
31%

39%

27%
35% 35%

31%
36%

27%

34%

25%

34%
29%

25%
21%

29%

21%

32%

24%
25%

6%
3%

8%
2%

13%
4% 7%

3% 1%
5% 2% 4% 3% 3%

Total (n=178) End-User /
Program Owner

(n=92)

Third Party
(n=86)

Frequent Users
(n=122)

Occasional Users
(n=56)

1-5 programs per
year (n=79)

6+ programs per
year (n=99)

Hotel/venue navigation

5 - Exceptional value 4 - Good value 3 - Limited value 2 - Poor value 1 - Low value



Functional Value Area Attributes

Q6: Please rate the value CVBs/DMOs provide on the following

28% 26% 30% 33%

18%

32%
25%

33%
42%

23%

31%

38%

39%

28%

25%

23%

27%

25%

23%

19%

29%

11%
8%

14%
7%

18%
8%

13%

3% 1%
6%

3% 4% 3% 4%

Total (n=178) End-User /
Program Owner

(n=92)

Third Party
(n=86)

Frequent Users
(n=122)

Occasional Users
(n=56)

1-5 programs per
year (n=79)

6+ programs per
year (n=99)

DMC discovery/selection

5 - Exceptional value 4 - Good value 3 - Limited value 2 - Poor value 1 - Low value



Functional Value Area Attributes

Q6: Please rate the value CVBs/DMOs provide on the following

42%
30%

53%
44%

36% 38%
44%

38%

45%

31%

37%

41% 38%

38%

16% 23%
9% 16%

18% 20%
13%

4% 2% 6% 3% 5% 4% 4%

Total (n=178) End-User /
Program Owner

(n=92)

Third Party
(n=86)

Frequent Users
(n=122)

Occasional Users
(n=56)

1-5 programs per
year (n=79)

6+ programs per
year (n=99)

Unique experiences access

5 - Exceptional value 4 - Good value 3 - Limited value 2 - Poor value 1 - Low value



Functional Value Area Attributes

Q6: Please rate the value CVBs/DMOs provide on the following

33% 29%
37%

31%
38%

32% 34%

35%
35%

35%

34%

38%

27%

41%

23% 28%
17%

25%

18%

33%

15%

7% 7%
7% 7% 5% 6% 7%

2% 1% 3% 2% 2% 3% 2%
Total (n=178) End-User /

Program Owner
(n=92)

Third Party
(n=86)

Frequent Users
(n=122)

Occasional Users
(n=56)

1-5 programs per
year (n=79)

6+ programs per
year (n=99)

Marketing/comms enablement

5 - Exceptional value 4 - Good value 3 - Limited value 2 - Poor value 1 - Low value



Functional Value Area Attributes

Q6: Please rate the value CVBs/DMOs provide on the following

42%

27%

57%

41% 43%

30%

51%

29%

35%

22%

26%
34%

29%

28%

22%
32%

13%
25%

16%

35%

12%

7% 5% 8% 7% 7% 4% 9%

1% 1% 1% 1%
Total (n=178) End-User /

Program Owner
(n=92)

Third Party
(n=86)

Frequent Users
(n=122)

Occasional Users
(n=56)

1-5 programs per
year (n=79)

6+ programs per
year (n=99)

Financial incentives/support

5 - Exceptional value 4 - Good value 3 - Limited value 2 - Poor value 1 - Low value



Functional Value Area Attributes

Q6: Please rate the value CVBs/DMOs provide on the following

21% 22% 21% 22% 20%
27%

17%

34%
40%

27%
35%

30%

35%

32%

33%

33%

33%

32%

34%

29%

35%

8%
3%

13%
7%

11%
3% 12%

4% 2%
7%

4% 5% 6%
3%

Total (n=178) End-User /
Program Owner

(n=92)

Third Party
(n=86)

Frequent Users
(n=122)

Occasional Users
(n=56)

1-5 programs per
year (n=79)

6+ programs per
year (n=99)

Sustainability & community impact

5 - Exceptional value 4 - Good value 3 - Limited value 2 - Poor value 1 - Low value



Functional Value Area Attributes

Q6: Please rate the value CVBs/DMOs provide on the following

35%
42%

27%

41%

21%

43%

28%

31%

36%

26%

28%

38%

33%

29%

26%

21%

31%

26%

25%

24%

27%

7%
1%

14%

4%
14% 13%

1% 2% 1% 2% 2%
Total (n=178) End-User /

Program Owner
(n=92)

Third Party
(n=86)

Frequent Users
(n=122)

Occasional Users
(n=56)

1-5 programs per
year (n=79)

6+ programs per
year (n=99)

Risk & safety guidance

5 - Exceptional value 4 - Good value 3 - Limited value 2 - Poor value 1 - Low value



Functional Value Area Attributes

Q6: Please rate the value CVBs/DMOs provide on the following

28% 28% 27%
35%

11%

34%
22%

37%

48%

24%

39%

30%

37%

36%

25%

22%

28%

20%

34%

25%

24%

11%
2%

21%

5%

25%

4%

17%

Total (n=178) End-User /
Program Owner

(n=92)

Third Party
(n=86)

Frequent Users
(n=122)

Occasional Users
(n=56)

1-5 programs per
year (n=79)

6+ programs per
year (n=99)

Operational efficiency

5 - Exceptional value 4 - Good value 3 - Limited value 2 - Poor value 1 - Low value



Functional Value Area Attributes

Q6: Please rate the value CVBs/DMOs provide on the following

28% 30%
24%

34%

14%

37%

20%

34%
39%

29%

34%

36%

32%

36%

24%

25%

23%

23%

27%

23%

25%

11%
4%

17%

8%

16%

6%
14%

3% 1%
6%

2%
7%

3% 4%

Total (n=178) End-User /
Program Owner

(n=92)

Third Party
(n=86)

Frequent Users
(n=122)

Occasional Users
(n=56)

1-5 programs per
year (n=79)

6+ programs per
year (n=99)

Attendee satisfaction/experience

5 - Exceptional value 4 - Good value 3 - Limited value 2 - Poor value 1 - Low value
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